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E s t a b l i s h  a  d i g i t a l  S t r a t e gy

Psychologists  and  therapists  [without

violating  patient  privacy] document  that

“digitization ”  in  general  and  associated

“digital  technologies ”  in  particular  have

been  a  recurring  source  of  executive

strategic  angst .  In  sequence  C-suites  have

feared  being :

 

“Kodak-ed ”  [ i .e . ,  fai l ing  to  jump  to  the  next

technological  wave] ;

“Netfl ix-ed ”  [ i .e . ,  fai l ing  to  adapt  to

changing  customer  buying  patterns] ;

“Amazon-ed ”  [ i .e . ,  having  digital

competitors  render  product /services

irrelevant] ;

“TESLA-ed ”  [ i .e . ,  having  charismatic

outsiders  co-opt  crit ical  destination  points

on  digital  horizon] ;

“UBER-ed ”  [ i .e . ,  offering  sub-par  customer

experiences] ;  and  most  recently

“AI-ed ”  [ i .e . ,  having  algorithmic  competitors

outsmart  incumbent  offerings]

 

What  do  they  all  have  in  common? They

replace  sub-par  user  experiences  with

better  ones .  A  digital  transformation  is

using  technology  to  anticipate  and

improve  how  you  engage  customers .  It 's  an

ongoing  journey ,  not  a  destination .

Top  barriers  to  digital  transformation  are

often  reported  to  be :

“EVERY  Organization ,  EVERY  Executive ,

EVERY  Individual ,  and  EVERY  Object  is  on  a

digital  journey .  Sadly ,  most  have  no  map ,

no  compass  and  bad  shoes . ”  

-  Futurist  and  Digital  Value  Institute  co-

founder  Thornton  May

Organizational  culture  is  ready  for

progress ,  but  not  change

Concerns  about  disrupting  the

organization ’s  successful  business  model

Legacy  IT  that  is  complex  and  costly  to

change  to  meet  new  requirements

Information  is  locked  down  in  si los  with

local  ownership  

Autonomous  IT  departments  in  different

business  divisions  go  in  different

directions

A  CIO  reporting  to  a  CFO  puts  focus  on

cost  and  optimization ,  not  business

transformation

Lack  of  trust  in  IT  and  i ts  abil ity  to

support  the  business
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The  institute  has ,  together  with  the  fol lowing  executives ,  developed  this  roadmap  for

establishing  a  digital  strategy .

Organizations  need  a  digital  roadmap  to  provide  path  clarity  [ i .e . ,  where  have  we  been ,  where

are  we  now  and  where  are  we  going] .  The  Digital  Value  Institute  is  a  new  think-tank  for

identifying  how  technology  is  transforming  industries  and  how  leaders  and  organizations  can

respond .  The  goal  is  to  fast-track  the  digital  learning  curve  for  business  transformation  and

innovation .

The  Institute  would  l ike  to  thank  OpenText  and  ABBYY   for  their  input  and  recommendations .

These  companies  are  in  the  forefront  of  digital  transformation  and  have  helped  the  institute

develop  this  roadmap .

 

Below  are  our  recommended  steps  for  establishing  a  digital  strategy  to  define  where  your

business  should  be  going .

 

Yours  truly ,

 

Atle  Skjekkeland                                                       Thornton  A .  May

President ,  The  Digital  Value  Institute                        Council  Chair ,  The  Digital  Value  Institute

.

What  is  the  state  of  play?

What  is  keeping  us  from  moving  forward?

What  can  we  learn  from  visionaries  and  early  adopters?

Via  what  process[es] can  we  best  identify  value-maximizing  options  for  moving  forward?
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S t e p  1 :  E s t a b l i s h  a  d i g i t a l

f o r e c a s t  f o r  t h e  i n d u s t ry  i n

3,  5,  a n d  10  ye a r s

Creative  destruction  is  a  concept  in

economics ,  which  since  the  1950s ,  has

become  most  readily  identif ied  with  the

Austrian-American  economist  Joseph

Schumpeter  as  a  theory  of  economic

innovation  and  the  business  cycle .

According  to  Schumpeter ,  the  "gale  of

creative  destruction "  describes  the  "process

of  industrial  mutation  that  incessantly

revolutionizes  the  economic  structure  from

within ,  incessantly  destroying  the  old  one ,

incessantly  creating  a  new  one ” .

 

 

 

Every industry has a S-curve representing the maturity of the industry.

Analysis  by  the  American  author ,  computer

scientist ,  inventor ,  and  futurist  Raymond

"Ray "  Kurzweil  shows  that  technological

change  is  exponential ,  contrary  to  the

common-sense  “ intuit ive  l inear ”  view .  We

won ’t  experience  10  years  of  progress  in

this  decade  — i t  will  be  more  l ike  a  few

hundred  years  of  progress  (at  today ’s  rate ) .

Expect  therefore  a  new  S-curve  for  your

industry .  

 

“At  least  40% of  all  businesses  will  die  in

the  next  10  years… i f  they  don ’t  f igure  out

how  to  change  their  entire  company  to

accommodate  new  technologies . ”

-  John  Chambers ,  Executive  Chairman ,

Cisco  System
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Change  is  constant ,  but  the  pace  of  change  is

different  for  different  industries .  You

therefore  have  to  determine  i f  your  digital

strategy  is  designed  to  help  you  compete  on

the  current  S-curve  by  improving

performance  and  productivity ,  and /or  to

disrupt  the  industry  by  jumping  on  a  new  S-

curve  with  a  digital  transformation .

 

“Companies  need  to  decide  whether  they  will

be  disrupted ,  manage  the  disruption  or  want

to  lead  the  disruption .  Companies  have  to

decide  not  i f ,  but  what  kind  of  digital

existence  they  want  to  have  –  leaders ,  fast

fol lowers ,  industry  adopters ,  reluctant

transformers ,  hold-out /abstainers . ”

-   Greg  Keeling ,  Director ,  BMO  Financial  Group

 

Foresight  professional  Daniel  Burrus  in  his

book  FLASH  FORESIGHT  (2011 )  divides

probable  futures  into  two  useful  general

categories ,  hard  trends  and  soft  trends .  

Understanding  the  difference  between  Hard

and  Soft  Trends  allows  us  to  know  which  parts

of  the  future  we  can  be  r ight  about .  Hard

Trends  give  us  the  abil ity  to  see  disruptions

before  they  happen  and  the  insight  we  need  to

create  strategies  based  on  a  new  level  of

certainty .

 

A  Hard  Trend  is  a  projection  based  on

measurable ,  tangible ,  and  fully  predictable

facts ,  events ,  or  objects .  It ’s  something  that

wil l  happen :  a  future  fact  that  cannot  be

changed .  Strategy  based  on  the  certainty  of

Hard  Trends  has  low  r isk .  Hard  Trend

categories  include  Technology ,

Demographics ,  and  Government

Regulations .

A  Soft  Trend  is  a  projection  based  on

statistics  that  have  the  appearance  of  being

tangible ,  fully  predictable  facts .  It ’s

something  that  might  happen :  a  future

maybe .  Soft  Trends  can  be  changed ,  which

means  they  provide  a  powerful  vehicle  to

influence  the  future  and  can  be  capitalized

on .
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Ask  yourself  how  the  fol lowing  technologies

wil l  impact  your  industry  in  3 ,  5 ,  and  10  years .

Distinguish  between  Hard  and  Soft  Trends .

3D-printing  will  soon  allow  you  to  create

what  you  need ,  when  you  need  i t ,  and

where  you  need  i t .  

Artif icial  Intell igence  allows  you  to  use

robots  and  software  to  automate

processes  and  tasks .  Disruption  comes

from  doing  things  smarter ,  faster ,  or

cheaper  than  your  competitors .

Outsourcing  may  reduce  costs  by  1 /3 ,  but

robots  may  reduce  i t  by  1 /9 .  

Big  Data  and  Enterprise  Information

Management  allows  you  to  personalize

offerings  and  services  over  buyer  journey .

Use  historic  and  real-t ime  information  to

anticipate  and  change  buyer  behavior .

Task :  Develop  future  user  stories  outlining

how  future  customers  will  buy  and  benefit

from  products  or  services  based  on  the  above

enablers  in  3 ,  5 ,  and  10  years .  

 

Don ’t  make  it  about  your  existing  offerings ,  -

focus  instead  on  how  people  and

organizations  will  buy  and  benefit  from

products  and  services  in  the  future .

Cloud  is  the  IT  platform  for  the  future ,

and  when  the  platform  changes ,  the

leaders  change .  It 's  not  the  new

technology  platform  that  disrupts  you ,

i t ’s  the  new  business  models  enabled  by

the  cloud  platform .  

Mobile  is  everywhere ,  and  buyer  journeys

have  multiple  mobile  moments  that

need  to  be  supported .  Companies

building  the  most  effective  buyer

journeys  master  four  interconnected

capabil it ies  according  to  McKinsey :

automation ,  proactive  personalization ,

contextual  interaction ,  and  journey

innovation .

The  Internet  of  Things  ( IoT )  allows  you  to

connect  everything .  You  will  then  know

where  everything  is  at  all  t imes ,  which

will  allow  for  more  automation  (e .g .

managing  inventory ) ,  more  insights  (e .g .

upsell ing  products ) ,  better  security  (e .g .

track  i tems  at  transit  or  rest ) ,  better

eff iciency  (e .g .  improve  supply  chain ) ,

and  new  economic  models  (e .g .  pay  for

what  you  use ) .    
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S t e p  2:  D e t e r m i n e  t h e  f u t u r e

d i g i t a l  p l ay  f o r  yo u r

c o m p a ny  (t o -b e  s i t u a t i o n )

Organizations  have  to  focus  on  providing

cheap  ( low-cost )  or  better  (differentiated )

products  and  services  according  to

business  strategy  guru  Michael  Porter .

Clayton  Christensen  demonstrated  in  his

book  THE  INNOVATOR´S  DILEMMA  (1997 )

how  successful ,  outstanding  companies

can  do  everything  "r ight "  and  yet  sti l l  lose

their  market  leadership  –  or  even  fai l  –  as

new ,  unexpected  competitors  r ise  and  take

over  the  market .  There  are  two  key  parts  to

this  dilemma .

 

 

Incumbent  sized  deals :  The  incumbent

has  the  luxury  of  a  huge  customer  set

but  high  expectations  of  yearly  sales .

New  entry  next  generation  products  f ind

niches  away  from  the  incumbent

customer  set  to  build  the  new  product .

The  new  entry  companies  do  not  require

the  yearly  sales  of  the  incumbent  and

thus  have  more  t ime  to  focus  and

innovate  on  this  smaller  venture .  

Value  to  innovation  is  a  S-curve :

Improving  a  product  takes  t ime  and  many

iterations .  Define  the  common  foundation

and  build  just  enough  to  support  the

application  that  uses  i t .  The  f irst

improvements  will  provide  great

value ,  but  at  some  point ,  the  most

valuable  improvements  are  complete  and

the  value  per  i teration  is  minimal .

For  this  reason ,  the  next  generation  product

is  usually  not  being  built  for  the

incumbent 's  customer  set .  This  large

customer  set  is  not  interested  in  the  new

innovation  and  keeps  demanding  more

innovation  with  incumbent  product .

Jumping  the  S-curve  is  often  seen  by  many

existing  customers  as  a  step  back .
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Best-sell ing  author ,  speaker ,  and  advisor

Geoffrey  A .  Moore  claims  that  companies

have  to  “ free  the  company´s  future  from  the

pull  of  the  past ” .  His  book  ESCAPE  VELOCITY

(2011 )  outl ine  a  Hierarchy  of  Powers  model ,

which  calls  out  f ive  different  types  in

descending  order  of  priority :  

The  four  horsemen  Amazon ,  Google ,  Apple ,

and  Facebook  are  already  established

cloud  category  power  houses  that  may

impact  your  future  technology  play .  I f  you

can´t  win  against  them ,  then  partner  with

them  to  ensure  a  relevant  role  in  the  future

ecosystem .

 

A  SWOT  (Strengths ,  Weaknesses ,

Opportunities ,  Threats )  or  PESTEL  (Polit ical ,

Economic ,  Social ,  Technological ,

Environmental ,  Legal )  analysis  may  also

help  you  determine  the  r ight  play  for  your

organization .  

 

“Great  visions  paint  a  clear  picture  of  a

better  company  — one  that  is  better  for

customers  and  employees .  You  need  to

help  people  understand  why  the  new  vision

is  better  than  the  old  way  of  working .  And

you  need  to  help  employees  understand

how  they  f it  in  the  transit ion  process  and

the  future  state .  I f  you ’ve  set  the  stage

properly ,  they  may  even  start  suggesting

ways  to  make  the  vision  a  reality . ”  

-  George  Westerman ,  MIT  Sloan  School  of

Management .

 

Your  digital  ambition  should  describe  the

power-play  category  (Hierarchy  of  Power

model )  and  i f  this  is  centered  around

technology ,  customer ,  or  management .

Moore  claims  there  are  three  “pivot  points ”

around  which  enterprises  can  consider

transforming  themselves  when  facing  direct

disruption :

Category  Power  -  where  growth  comes  from

participating  in  widespread  adoption  of  a

whole  new  type  of  offer

Company  Power-  growth  from  market

partners  steering  extra  business  your  way

Market  Power  -  growth  from  being  in  the

hot  segments  at  the  r ight  time

Offer  Power-  growth  from  having  a  superior

offer

Execution  Power  -  growth  from  taking

strategic  init iatives  beyond  the  tipping

point .

Technology  -  they  can  embrace  the  new

technology  itself  — a  real  challenge  for  any

incumbent .    

Customer  -  they  can  pivot  on  their  customer

base ,  maintaining  their  business  or  brand

relationships  with  them ,  and  transition  them

to  the  new  technology  base  via  customer

loyalty  — the  way  car  companies  are  trying  to

access  the  hybrid  and  electric  vehicle

markets .

Management  -  they  can  pivot  on  their

management  expertise  and  divest  themselves

of  one  category  and  get  into  a  wholly

different  one—the  way  Netfl ix  moved  from

sending  DVDs  to  streaming .

Task :  Establish  a  vision  for  how  your

company  will  support  the  future  user

stories  in  3 ,  5 ,  and  10  year .
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S t e p  3:  I d e n t i fy  c u r r e n t

d i g i t a l  a c t i v i t i e s  (a s - i s

s i t u a t i o n )

The  outcome  of  this  assessment  will  tel l  you  where  you  are ,  and  the  steps  below  will  tel l  you

where  to  and  how  to  establish  a  digital  strategy  and  plan .

 

Task :  Do  a  digital  maturity  assessment  for  the  above  elements

 

 

The  Open  ROADS  community  has  developed  an  open  digital  maturity  model  for  analyzing  the

as- is  situation .  The  model  has  the  fol lowing  elements  that  should  be  evaluated :

https://openroadscommunity.com/
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S t e p  4:  C r e a t e  a  p l a n  f o r

p r o g r e s s  w i t h o u t  k n ow i n g  t h e

e n d g a m e  (c l o s i n g  t h e  g a p )

Moore  recommends  that  a  business  should  have  four  zones .

Most  companies  will  not  be  able  to  disrupt  themselves .  Existing  customers ,  technology ,  and

management  are  too  focused  on  the  current  way  of  doing  business .  Existing  customers  just  want

you  to  provide  your  product  or  service  better ,  cheaper ,  and /or  smarter .  

 

Geoffrey  A .  Moore  introduced  in  his  book  ZONE  TO  WIN  (2015 )  a  model  to  manage  existing

business  while  at  the  same  t ime  trying  to  disrupt  i t .

IT  needs  to  be  a  trusted  partner  in  this  journey .  I f  there  is  a  gap  between  the  business  and  IT ,

then  this  needs  to  be  addressed  before  starting  a  digital  transformation .  

 

The  Performance  Zone   for  improving  value  proposit ions  and  sales  on  the  current  S-curve .

The  Productivity  Zone   for  optimizing  the  margins  from  the  current  S-curve .  Stay  a  leader  as

long  as  the  market  is  there .

Incubation  Zone   for  identifying  new  value  offerings  on  a  new  S-curve .  Run  this  as  a  VC- f irm

with  a  diversif ied  portfol io  and  several  stages  of  funding .

Transformation  Zone   for  introducing  new  offerings  in  a  new  S-curve  with  separate  C- level

leadership  and  KPIs .
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Start  by  reframing  your  infrastructure  model  to  establish  IT  as  a  partner  for  business

enablement .  Once  this  is  done ,  then  work  your  way  up  to  reframing  the  operating  model  and

business  model .  

 

Reframing  the  Infrastructure  Model

 

Get  the  foundation  r ight  for  improving  your  business .  Here  are  our  recommendations  for

achieving  this :

Reframing  your  infrastructure  model  by  leveraging  cloud ,  mobile ,  social ,  and  AI  

Reframing  your  operating  model  to  improve  customer  intimacy  and  operational  eff iciency  

Reframing  your  business  model  to  get  net-new  revenue

“Nearly  every  digital  master  we  studied  — from  Indian  manufacturer  Asian  Paints  to  Austral ian-

Brit ish  mining  company  Rio  Tinto  to  DBS  — invested  in  a  legacy  systems  cleanup  either  before

or  during  other  waves  of  transformation .  Fixing  the  legacy  platform  creates  business  processes

that  are  leaner  and  faster  than  before  and  generates  options  to  power  wave  after  wave  of  new

digital  innovation . ”

-  George  Westerman ,  senior  lecturer  with  the  MIT  Sloan  School  of  Management

 

Moore  recommends  organizations  to  work  their  up  the  fol lowing  steps :

 

As  an  example ,  a  large  logistics  provider  in

Dubai  uses  ABBYY  capture  solutions  to  process

up  to  100 ,000  custom  documents  daily  with  3

operators  instead  of  30 .  The  ABBYY  Content  IQ

platform  turn  unstructured  content  into

structured ,  actionable  information  making

digital  workers  smarter  and  processes  run  more

eff icient .
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Reframing  the  Operating  Model

 

Below  our  recommendations  for  using  technology  to  anticipate  and  improve  how  you  engage

customers .

Another  example  is  the  Port  of  Rotterdam .  They  are  adopting  Internet  of  Things  for  real-t ime

tracking  of  containers ,  determining  optimal  stacking ,  shortening  customs  t ime ,  optimizing

supply  chain ,  and  easing  the  transit ion  to  automated  terminals .  This  will  improve  port

eff iciency  and  help  to  make  Rotterdam  the  most  attractive  port  compared  to  i ts  competitors .
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Success  will  require  the  CIO  to  be  part  of  the  executive  leadership .  I f  the  CIO  reports  to  the

CFO ,  then  focus  is  cost  reduction  and  optimization .  I f  the  CIO  reports  to  the  CEO ,  the  focus  is

business  enablement .  Only  then  will  the  company  succeed  with  a  digital  transformation .

Reframing  the  Business  Model

 

The  analyst  Gartner  recommends  organizations  to  consider  the  fol lowing  opportunities  for

identifying  a  new  business  model  with  net-new  revenue :

Another  example  is  The  Auto  Club  Group  (ACG ) .  They  represents  over  9 .9  mill ion  members  and

is  one  of  the  largest  AAA  clubs  in  the  national  association .  The  ACG  is  on  a  journey  of  digital

transformation  towards  i ts  ‘Connected  Member  Vision ’ .  Using  OpenText  Identity  and  Access

Management ,  ACG  will  create  a  single  digital  member  identity  across  all  business  units  to

reduce  complexity ,  increase  security ,  and  streamline  the  digital  experience  for  customers .  By

securely  connecting  ecosystems  of  people ,  systems  and  things ,  ACG  believes  i t  can  enable  new

service  offerings ,  optimize  operations ,  develop  new  business  models ,  and  ultimately  take

advantage  of  the  connected  economy  business  model .

“Don ’t  get  excited  about  shipping  a  feature—get  excited  about  when  the  feature  turns  into

revenue  and  turns  into  profit . ”  

-  Paul  Gaffney ,  CTO  at  Dick´s  Sporting  Goods

As  an  example ,  Royal  Caribbean  Cruise  Line  realized  that  sell ing  cruises  without  good  internet

access  was  l ike  trying  to  sell  a  stay  in  a  prison .  Mobile  therefore  became  a  strategic  init iative  for

them .  Their  guest  app  now  includes  features  such  as  accelerated  check- in ,  the  daily  planner ,

onboard  accounts ,  as  well  as  the  abil ity  to  book  various  i tems  such  as  shore  excursions ,

specialty  restaurants  and  other  onboard  activit ies .  Royal  Caribbean  Cruise  Line  is  also  planning

to  use  mobile  facial  recognition  technology  in  port  to  allow  guests  to  skip  check- in  l ines ,  and

allow  guests  to  use  their  smartphone  to  help  to  navigate  around  a  ship 's  many  pathways ,

unlock  cabin  doors  automatically  for  the  cabin 's  occupant ,  track  luggage  from  the  t ime  i t

arr ives  at  the  pier  until  i t  is  delivered  to  the  rooms ,  leverage  AI  as  a  digital  assistant ,  and  get

drinks  delivered  to  guests  wherever  they  are  on  the  ship .
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Ted  Schadler ,  VP  at  Forrester ,  recommends

that  organizations  focus  on  the  fol lowing :

Remember  what  management  guru  Peter

Drucker  once  told  us :  “Culture  eats

strategy  for  breakfast ,  lunch ,  and  dinner ” .

Success  is  80% about  people ,  15% about

processes ,  and  5% about  technology .  

 

“You  don 't  have  to  take  everybody  on  this

journey .  Find  the  change  agents  and  focus

on  these .  Give  them  resources  and

support .  Help  them  succeed . ”

-  Dion  Hinchclif fe ,  VP  at  Constellation

Research  

 

Pick  your  targets ,  focus  your  efforts ,  and

lead  by  example .  Ensure  your  plan  builds

on  your  digital  maturity  assessment  and

covers  the  infrastructure  model ,  operating

model ,  and  business  model .  Take  one  r isk

at  the  t ime ,  and  ensure  excellent  project

management  and  change  management .

Task :  Create  a  plan  for  how  to  meet  your  digital  ambition  for  each  of  the  elements  in  the

maturity  assessment .

Pick  your  targets   -  start  where  you  have

commitment ,  e .g .  one  product  l ine ,  one

country .  Drive  this  forward ,  show  success ,

and  lead  by  example .

Always  take  advantage  of  a  good  crisis  –

focus  your  efforts  where  you  feel  threatened .

Establish  Centers  of  Excellent  to  f igure  out

what  to  do  –  be  the  accelerant  for  the  rest  of

the  organization .

Reverse  CXO  mentoring  –  i f  senior  executives

don´t  know  what´s  possible ,  hire  then  digital

mentors  to  guide  them

Vince  Kellen ,  CIO  at  University  of  California

San  Diego ,  creates  “Anchor  Visuals ”  to  explain

plans  and  architectures  –  whether  they  be

business  or  technical  –  to  help  explain  what  is

going  on  in  a  particular  area  of  digit ization .

They  use  this  to  communicate  their  plans

using  the  r ight  metaphors  and  words .  Part  of

that  is  a  visual  language ,  and  all  of  their

architectures  have  Anchor  Visuals .



TASK   
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N ext  s t e p s

Check out video interviews with Geoffrey A. Moore, Dion Hinchcliffe, Ted Schadler, and Thornton A. May.

Join the Digital Value Studio event in St. Augustine November 13-14, 2019

Get help developing a digital strategy for your business.

Click here for video library

Click here to sign up for the in-person event 

Click here to get help developing a digital strategy

https://www.digitalvalue.institute/videos
https://www.digitalvalue.institute/event
https://www.digitalvalue.institute/contact-us


Ab o u t  t h e  a u t h o r s :
 

T H O R N T O N  A.  MAY

F U T U R I S T ,  AU T H O R ,  E D U CAT O R  

Thornton  returned  to  America  to  lead

technology  research  at  the  Nolan  Norton

Institute .  His  research  team  is  credited  for

coining  the  phrase  “Chief  Information  Officer ”

in  1981 .  Thornton  pioneered  the  multi-client

research  program  designed  to  discover

strategic  and  operating  insights  associated

with  emerging  technologies .

 

His  work  as  a  futurist  and  anthropologist

posit ion  him  as  part  Paul  Revere  [the  one  to

sound  the  alarm] and  part  Arnold

Toynbee /Edward  Gibbon  [the  one  who

explains  what  has  happened /what  is

happening] .

 

Thornton  has  taught  at  four  major

universit ies ,  written  columns  on  technology

for  multiple  leading  publications  [25  plus

years  at  Computerworld] ,  advises  major

organizations  and  government  agencies  on

how  to  think  differently  about  technology ,  all

the  while  conducting  seminal

anthropological  f ield  research  into

technology-use  behaviors  of  the  various  tr ibes

comprising  modern  society .

 

Thornton  began  his  career  as  an

anthropologist  studying  tr ibal  behavior  in  the

modern  Japanese  corporation .  He  received  a

bachelor ’s  degree  from  Dartmouth  College ,  a

master ’s  degree  from  Carnegie  Mellon

University ,  and  did  post-graduate  work  in

Japanese  Studies  at  the  University  of

Michigan .  At  f ive  feet ,  seven  inches ,  he  played

professional  basketball  in  Japan .  

 

Thornton  brings  a  scholar 's  patience  for

empirical  research ,  a  second-to-none  gift  for

storytell ing  and  a  stand-up  comedian ’s  sense

of  humor  to  his  audiences .  His  book ,  The  New

Know :  Innovation  Powered  by  Analytics

examines  the  intersection  of  the  analytic  and

executive  tr ibes .

 

The  editors  at  eWeek  honored  Thornton ,

including  him  on  their  l ist  of  ‘Top  100  Most

Influential  People  in  IT . ’  The  editors  at  Fast

Company  labeled  him  ‘one  of  the  top  50

brains  in  technology  today . ’  Thornton  is  a

founding  member  of  the  Internet  of  Things

World  Forum .
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Twitter :  @deanitla

 

Thornton  May  is  a  futurist ,  author  and

educator .  At  Dartmouth  College ,  Keio

University  [Tokyo] and  the  Center  for  Japanese

Studies  at  the  University  of  Michigan ,

Thornton  studied  Japanese  technology

policies  and  practices  during  the  Meij i

Restoration  [1868  through  1912] ,  post-World

War  I I  and  1970s .  Living  in  Tokyo  Thornton

worked  at  a  series  of  global  Japanese

companies  assisting  managing  “emerging

technology ”  investments .

 

Thornton  was  hired  by  noted  futurist  Alvin

Toffler  [Future  Shock ,  Third  Wave ,  Power  Shift

and  Revolutionary  Wealth] to  assist  the

“technology  futures ”  program  for  Toffler

Associates .  Toffler  Associates  designed  and

delivered  the  strategic  plans  for  South  Korea

[President  Kim  Dae-Jung] and  Singapore

[Minister  of  Finance  Lew  Kuan  Yew] .  These

plans  specif ied  the  technology  investments

necessary  to  sustain  economic  dominance  in

the  twenty- f irst  century .

 

 

 

https://twitter.com/deanitla


Ab o u t  t h e  a u t h o r s :
 

At l e  S k j e k k e l a n d

D i g i t a l  b u s i n e s s  exp l o r e r  a n d  e v a n g e l i s t  

From  2004  to  2018 ,  he  worked  as  VP ,  COO ,

and  SVP  at  AIIM  –  a  global  association  for

intell igent  information  management .  While

at  AIIM ,  he  founded  the  AIIM  annual

conference ,  online  community ,  certif ication ,

and  training  programs  with  over  30 ,000

students .  He  also  served  several  years  as  the

General  Secretary  of  the  DLM  Forum  for  the

European  Commission ,  responsible  for

creating  standards  for  electronic  records

management  and  digital  archiving .

 

Atle  led  for  almost  a  decade  AIIM´s

information  management  think-tank  in  EMEA

and  NA  with  a  focus  on  identifying  the  future

and  impact  of  cloud ,  mobile ,  social ,  AI ,  etc .

He  also  participated  in  several  task- forces

about  the  future  of  Enterprise  IT  with

industry  experts  l ike  Geoffrey  Moore  [best-

sell ing  author  of  Crossing  the  Chasm] and

Andrew  McAfee  [best-sell ing  author  of  Race

Against  the  Machine] .  The  task- force  with

Geoffrey  Moore  introduced  the  concept

Systems  of  Record  vs  Systems  of

Engagement ,  and  a  Forbes  blogger  named

this  the  best  social  media  idea  of  2011 .  While

at  AIIM ,  he  also  developed  and  delivered

custom  information  management  programs

for  several  large  organizations  l ike  Chevron ,

European  Central  Bank ,  HP ,  Konica  Minolta ,

and  Oracle .
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Twitter :  @skjekkeland

 

Atle  is  a  digital  business  explorer  and

evangelist .  His  interest  in  the  business  impact

of  cloud ,  social ,  mobile ,  IoT ,  and  artif icial

intell igence  has  made  him  a  frequent

keynoter  and  workshop  faci l itator  at  events

across  the  world .  

 

Atle  has  a  MSc  in  Economics  and  Business

Administration  from  the  Norwegian  School  of

Economics  with  a  special ization  in  business

strategy  and  marketing .  He  has  since  1996

spent  his  career  in  IT  and  Information

Management ,  with  a  focus  on  how  information

can  be  used  to  add  value ,  reduce  costs ,

manage  r isks ,  and /or  create  new

opportunities .  This  has  made  him  into  a

leading  information  management  innovator

and  educator .

 

 

 

https://twitter.com/skjekkeland


Ab o u t  t h e  t e c h n o l o gy  p a r t n e r s :
 

ABBYY  is  a  global  provider  of  content  intell igence  solutions  and  services .  We  are  a

global  company  that  sets  the  standard  for  content  capture  with  innovative  language-

based  technologies  that  integrate  across  the  information  l i fecycle .  ABBYY  solutions

optimize  business  processes  to  mitigate  r isk ,  accelerate  decision-making  and  drive

revenue .  For  more  information  about  ABBYY ,  visit  www .abbyy .com
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http://www.abbyy.com/


Ab o u t  t h e  t e c h n o l o gy  p a r t n e r s :
 

OpenText  delivers  information  advantage  with  world-class  Enterprise  Information

Management  (EIM )  technologies ,  transforming  how  insight  is  created  and  decisions  are

made .  OpenText  EIM  solutions  enable  enterprises  to  leverage  information  assets  to  their  ful l

potential  –  on  and  off  the  cloud  –  to  drive  productivity ,  growth ,  and  lasting  competit ive

advantage .  With  a  focus  on  world-class  EIM  technologies  and  services ,  OpenText  continues

to  innovate  and  provide  customers  with  the  capabil it ies  they  need  to  become  tomorrow ’s

disruptors .  

 

Using  integration ,  automation ,  and  AI ,  OpenText  connects ,  synthesizes ,  and  delivers

information  where  i t 's  needed  to  maximize  i ts  value .  OpenText  offers  deployment  options ,

consulting ,  and  integrations  for  on-premises ,  hybrid ,  cloud ,  and  managed  services  solutions

to  ease  the  transit ion  to  cloud  and  help  customers  leverage  existing  technology

investments .  With  13 ,000  leading  experts  focused  on  delivering  EIM  to  130 ,000  customers

across  40  countries ,  OpenText  understands  and  addresses  the  complexity  of  information

flow ,  so  you  can :
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Build  automation  and  agil ity  into  business  processes

Integrate  operations  and  improve  supply-chain  eff iciency

Create  more  engaging  customer  experiences

Turn  mountains  of  data  into  new  insights

Improve  content  management ,  information  discovery  and  security

Detect  and  respond  to  digital  threats  or  extract  forensics  from  all  your  endpoints

OpenText  helps  customers  realize  an  information  advantage  with  an  industry-tai lored

approach  to  process ,  governance ,  culture ,  and  technology  to  deliver  solutions  that  address

industry-specif ic  trends ,  business  challenges ,  and  regulations .  

 

Learn  more  about  OpenText  (NASDAQ /TSX :  OTEX )  at  www .opentext .com

 

 

 

http://www.opentext.com/
http://www.opentext.com/
http://www.opentext.com/
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S o u r c e s

THE DIGITAL ENTERPRISE: MOVING FROM EXPERIMENTATION TO TRANSFORMATION, World Economic Forum,

Bain & Company

Clayton Christensen, THE INNOVATOR´S DILEMMA

OpenROADS Community

THE FIRST LAW OF DIGITAL INNOVATION, MIT Sloan Management Review

 

Geoffrey A. Moore, ZONE TO WIN

Geoffrey A. Moore, ESCAPE VELOCITY

Daniel Burrus, FLASH FORESIGHT

Skip Prichard´s blog interview with Geoffrey Moore

Digital Value Institute web interviews with Geoffrey A. Moore, Ted Schadler, and Dion Hinchcliffe

https://www.weforum.org/reports/the-digital-enterpise-moving-from-experimentation-to-transformation
https://www.amazon.com/Innovators-Dilemma-Revolutionary-Change-Business/dp/0062060244
https://openroadscommunity.com/
https://sloanreview.mit.edu/article/the-first-law-of-digital-innovation/?utm_source=newsletter&utm_medium=email&utm_content=Read+the+new+article+now+%C2%BB&utm_campaign=Enews+DC%26S+4/9/2019#article-authors
https://www.amazon.com/Zone-Win-Organizing-Compete-Disruption-ebook/dp/B016R3G2GY4
http://www.escapevelocitybymoore.com/
https://www.amazon.com/Flash-Foresight-How-Invisible-Impossible/dp/0061922293
https://www.skipprichard.com/discussing-escape-velocity-geoffrey-moore/
https://www.digitalvalue.institute/videos

